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FOREWORD

More than a numbers game
We’re all familiar with the phrase ‘There are three kinds of lies: lies, damned
lies, and statistics’, used normally to describe the persuasive power of
numbers. So it may appear counterintuitive for those of us whose raison
d’être is driven by figures to suggest contemplating an alarming alternative.
Yet that is what The Point is going to do: have you ever stopped to consider
that we place too much trust in numbers and that purely numerical evidence
isn’t always reliable?
In ‘False conclusions’ (page 13) we examine whether it isn’t in fact better sometimes to
‘throw evidence out of the window and use our imagination’ instead. The business world
is littered with examples of companies that have learned the hard way by over-relying on
stats only to ﬁnd later that intelligent use of their imagination combined with a critical
use of evidence could have given them the better answer.
In a similar contrarian vein, The Point also turns its attention to the type of talent that
is becoming available to businesses. Should companies be recruiting graduates and
school leavers who have learned by rote or should they, rather, select those whose ability
to think is stronger? In ‘Fewer facts, more thinking’ (page 29), we explore the debate
about how best to identify the skills and knowledge necessary to reach a high level of
competence and ask whether business is being short-changed by education systems that
favour fact rather than thinking-based assessment.
We are sometimes asked how we ensure that the companies we acquire grow rather
than shrink. That is especially true in the consumer sector with its so-called ‘halo brands’
that combine ﬁnancial strength with wide-ranging consumer appeal. Think Pret A
Manger. In ‘Keeping it real’ (page 4), the beguiling appeal of halo brands is explained
and we assess how best to grow one – and how to ensure the halo doesn’t slip under
new ownership.
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The extent to which private companies can and should be working in the public sector
arouses strong views. And no more so than in the healthcare sector. We’re therefore
providing a platform in ‘In my opinion’ for someone who argues persuasively why the
debate can and must move on: Göran Hägglund, Sweden’s Minister for Health and Social
Aﬀairs. Perhaps an interesting model for all of us to ponder?
Finally, our regular ‘Ins & Outs’ pages provide news of acquisitions in Poland (biscuit
manufacturer Dr Gerard), Austria (refrigeration equipment group AHT Cooling Systems),
France (sealing products technology company Flexitallic), and Sweden (KGH Customs).
Important realisations for Bridgepoint in the period were the $600 million sale of
Permaswage in France and that of Terveystalo in Finland.
As always, The Point aims to stimulate thought and views about
topics for all of us who are in business. I hope this edition lives up
to our ambitions n

William Jackson
is managing partner of Bridgepoint
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INS &OUTS
BRIDGEPOINT
news across Europe

Refrigeration market hots up

Taking stock with LOC

Bridgepoint has acquired
specialist fridge manufacturer
AHT Cooling Systems in a
transaction totalling €585 million.

Bridgepoint Development Capital
(BDC) has acquired a minority
stake in LOC Group, which
specialises in offshore oil & gas
and marine insurance.
Established in 1979, LOC
operates from 30 offices around
the globe and is owned by its
employees using a quasipartnership model.
Headquartered in London, the
group employs more than 300
staff and is a top three global
provider of marine warranty
surveys for the transport and
installation of offshore capital
equipment.
LOC is also the market leader
in marine casualty consultancy
for Protection and Indemnity
insurance clubs in high-profile
incidents and dispute cases.
BDC partner Alan Payne says:
“We are providing the capital for
LOC to enfranchise its younger
generation of managers. We are
also recognising LOC’s future
growth prospects.” n

AHT is the global market
leader in commercial
plug-in refrigerators, which are
used by food
retailers across
the world.
Headquartered in
Rottenmann, Austria, the
company is at the forefront of
plug-in technology for commercial
refrigeration. This is a rapidly
growing sector of the market, which
is more environmentally friendly than
remote systems, provides more
flexibility for customers and requires
shorter installation times.
AHT itself has developed
substantially over the past decade,
generating compound revenue
growth of 10 per cent. The company
has production sites in Austria and
China, employs more than 1,000

Bridgepoint sells Finnish
healthcare group
Bridgepoint has sold Terveystalo,
the leading healthcare provider
in Finland.
During Bridgepoint’s four-year
ownership, €160 million was invested
in the group, including €120 million
to fund three strategic and 12
bolt-on acquisitions. As a result,
EBITDA more than doubled to more
than €50 million and the number of
employees rose from 4,350 to
nearly 6,500.
“The acceleration in Terveystalo’s
performance was the result of a
business change programme that
included significant investment in
clinic infrastructure, service delivery
and marketing coupled with a
strengthening of the group’s
management team,” says Bridgepoint partner Håkan Johansson n
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people and is forecast to deliver
more than €330 million in sales
this year.
“AHT is at an attractive
point in its
development
and is poised
for further
expansion,” says
Marc Zügel of
Bridgepoint.
The food refrigeration
equipment market is worth
€8 billion globally and is
growing at 5 per cent per
annum. However, the commercial plug-in sector is expanding
faster than the market as a whole, as
food retailers are increasingly
attracted to this innovative and
efficient technology.
AHT also provides a comprehensive after-sales and service network
with a presence in more than 113
countries. A significant portion of its
revenues is derived from the
replacement and expansion of its
large installed base n

Deal sealed on Flexitallic

Bridgepoint has
acquired Flexitallic, an
international market
leader in specialist
sealing solutions and
products. The
transaction values
the business at
€450 million.
Flexitallic supplies
the oil, gas and energy
sectors in the US,
Canada, China,
France, the UK, the

UAE and Kazakhstan.
With a network of 750
specialist distributors,
the group is known for
innovative, highperforming products.
It has doubled in size
over the past two
years and is poised for
further expansion,
having recently
moved into three fastgrowing new sectors:
the alternative energy

market in the US, oil
sands in Canada and
oil and gas shale in the
US.
“Recent acquisitions
in the alternative
energy market offer
compelling growth
prospects not only in
North America but
also in Asia, Australia
and South America.
Bridgepoint intends to
support the group with
its geographical and
technological
expansion, providing it
with the means to
double its size in the
next five years,” says
Bridgepoint partner
Frédéric Pescatori n

A sweet treat for Bridgepoint
Bridgepoint has acquired Polish biscuit manufacturer Dr Gerard, a
leader in the fast-growing CEE confectionery sector.
Dr Gerard is one of the top four
biscuit manufacturers in Poland,
with a strong and growing
presence in Central and Eastern
Europe. Founded in 1993,
the company now employs
more than 950 people,
operating from three
sites across Poland.
Forecasters predict
the Polish biscuit
market will grow at 6 per
cent a year as the nation
moves towards the biscuiteating habits of Western
Europe and a wider range of
confectionery becomes available.
Growth is also expected to be
driven by product innovation – an
area where Dr Gerard excels –
and consolidation. The top four

players in the Polish biscuit
market currently hold just over a
third of the market between them,

while the rest of the sector
remains highly fragmented.
Khai Tan, the Bridgepoint
partner responsible for the firm’s

CEE activities, says: “With its
differentiated and innovative
value-for-money products, strong
preferred partnership status with
trade customers and robust
operational execution, Dr Gerard
is set to consolidate its position in
Poland and develop a significant
platform in the CEE.”
Dr Gerard’s CEO,
Jaroslaw Zawadzki,
welcomed the acquisition by Bridgepoint,
adding that he looked
forward to working
with a financial partner
who shared the biscuit
maker’s ambitions for growth
at home and abroad. “We have a
wide range of opportunities to
build our brands and expand our
business and we are now focused
on exploiting them to the full,”
he says n

Permaswage connects
with new owner

Europe’s customs services leader
joins Bridgepoint

Aerospace supplier Permaswage has been
sold by Bridgepoint for $600 million to
leading US manufacturer Precision
Castparts Corp.
Permaswage makes couplings to connect
tubing in civil and military aircraft. The
company numbers Airbus and Boeing among
its global customer base and its connectors
fly on more than 100 aircraft types globally.
Under Bridgepoint ownership, Permaswage
invested in new equipment, made two
acquisitions, opened a manufacturing site in
China and accelerated its R&D effort to
launch new products and enhance IP.
Bridgepoint acquired Permaswage in 2007
and will retain DMC Power, a separate
business supplying components for electricity
sub-stations and transmission lines n

Bridgepoint Development
Capital (BDC) has acquired a
majority stake in KGH
Customs, Europe’s leading
independent customs
services group.
Founded in 1963 to act as
an intermediary between
companies and customs
authorities along the
Norwegian/Swedish border,
KGH now supports more
than 13,000 clients from 32
offices globally.
Over the past six years
KGH has doubled its revenue
to around SEK500 million by
adding new service lines,
improving supply chain
efficiency and expanding its
footprint as far afield as the
United Arab Emirates.
The company now employs

more than 600 skilled staff
across Europe and is one
of the fastest-growing
independent customs
services specialists in
the region.
Following the BDC
acquisition, KGH will expand
its pan-European operations
and develop relationships
with current and prospective
clients.
“Customs services and
trade compliance are
increasingly important for
international organisations.
In KGH, we have the
opportunity to create a panEuropean platform serving
importers and exporters in
their international trading
activities,” says BDC partner
Johan Dahlfors n
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Management focus

Keeping it
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The best halo brands combine
financial strength with wideranging consumer appeal. In the
right hands, they are a boon to
any business. But they need to
be treated properly – or the
benefits can soon disappear.

usiness history is littered
with tie-ups that looked
great on paper but failed to
produce the goods in
practice. So how do you buy a halo
brand without the halo slipping?
“Good independent brands are
built very carefully but are easily
destroyed. So any acquirer needs
a really close understanding of
the brand they are buying and
how to keep its key people
motivated and creative. It sounds
obvious but all too often it is not
the case,” says Patrick Barwise,
professor of marketing at London
Business School.
Regular M&A transactions
require hard work and focus to
deliver their promised beneﬁts.
Integrating a quirky or much-loved
independent can be even more of a
challenge, particularly if its culture
and values are poles apart from the
acquiring business.
“If the acquiring company is very
alpha, it’s hard to avoid buying
brands without damaging them.
The acquirer really needs some
humility. Otherwise deals can go
badly wrong,” Barwise adds.
Take the £11.5 billion union
between Kraft and Cadbury
Schweppes in 2010. In theory,
Cadbury’s portfolio of much-loved
confectionery brands – Dairy Milk,
Wispa, Roses, etc – dating back to
the 19th century should have given
a credibility boost to faceless US
megacorp Kraft, while Kraft’s vast
global supply chain and distribution network should have been a
great opportunity for economies of
scale to lift Cadbury’s bottom line.

In the end, the promised
synergies seemed to evaporate in
the heat of a rancorous battle for
domination. In 2012 Kraft renamed
itself Mondelēz, and Cadbury’s
sales are still struggling.

The halo effect
The appeal of halo brands remains
beguiling, however. Back in 1920,
US psychologist Edward Thorndike
concluded that our assessment of
someone’s speciﬁc talents – leadership, judgement, fairness and so on
– is inﬂuenced more by the subjective overall impression they make
than by our objective rating of
their actual abilities. He described
this as the ‘halo eﬀect’.
More recently, the term has
been applied to brands whose
impact on the reputation and
proﬁtability of their parent ﬁrms is
disproportionately high. So the
popularity of Apple’s iPhone results
in a brand uplift across the whole
Apple range, just as BMW’s
exclusive high-performance M
Series helps the German ﬁrm’s
more everyday models.
Growing your own halo brands
can be diﬃcult and timeconsuming, which is why large
corporations often choose to buy
them instead. Over the past year
or so, for example, Tesco, the
world’s number-three retailer, has
bought stakes in three UK
independents: Harris + Hoole
coﬀee shops, Euphorium Bakery
and Giraﬀe family restaurants.
It’s a major change of tack for
Tesco, but boss Philip Clarke is
under mounting pressure from

shareholders to do something
about his ﬁrm’s faltering results
after pre-tax proﬁts fell 51.5 per
cent to £1.96 billion in 2013.
Opening ‘independent-style’ coﬀee
shops, bakeries and restaurants
within existing Tesco stores might
make a diﬀerence. Every little
helps, after all.
Clarke calls the new acquisitions
his “intrepreneurs”, and earlier this
year explained the rationale behind
the Harris+Hoole transaction.
“The Tolleys [the family behind
Harris + Hoole] had been making
coﬀee for 15 years and had seven
shops. We came along and we’re
helping it grow, as a high street
brand and in our stores. It’s
opening 15 stores in 11 months,”
he says.
It’s early days, but ideally there
should be beneﬁts to both sides.
“I think that oﬀering something
a bit diﬀerent might create excitement and keep footfall up, so long
as it appeals to broadly the same
type of customer,” says Bridgepoint
director Benoît Alteirac.
That is important for major
retailers everywhere, particularly
as the rising popularity of online
shopping makes shoppers increasingly reluctant to make the trip to
huge out-of-town superstores.
“Sacriﬁcing a bit of ﬂoor space
to brands oﬀering a better-quality
proposition, or a new experience,
might be a worthwhile trade-oﬀ, so
we should expect more such
strategic partnerships with halo
brands, right across Europe. It is a
rising trend,” says Alteirac.

Successful tie-ups

‘‘

If the acquiring company is very alpha, it’s hard to
avoid buying brands without damaging them. The
acquirer really needs some humility”

For both halo brands and would-be
acquirers, the appeal of such deals
is enhanced by highly successful
tie-ups, such as Innocent Drinks
and Coca-Cola.
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When transactions go
well, the acquirer gets
to bask in the reflected
glow of brand love,
still emanating from
its new buy’s loyal
punters. The acquired
firm gains a strong
platform to grow
into new markets
and greater
purchasing power”

In 2009, Coca-Cola bought a
minority share in Innocent for £30
million, upping its stake to 58 per
cent for around £65 million a year
later. The transaction worked from
the start.
“The relationship with Coke
works brilliantly,” says Richard
Reed, co-founder of the funky,
ethical smoothie and juice brand,
which he started with two college
mates and £500 back in 1999.
Innocent now sells more than two
million fresh smoothies a week
across the UK and much of Europe,
and has its own charitable foundation, which receives 10 per cent of
the ﬁrm’s proﬁts.
“In the four years since we did
the ﬁrst bit of the deal, the
business has doubled in size.
We’ve never sold more than we
were selling at the end of 2012,
we’ve never given more to charity,
we’ve never had higher levels of
employee engagement,” says Reed.
In February 2013, Coke
eﬀectively took over, buying more
than 90 per cent of Innocent and
leaving Reed and co-founders Jon
Wright and Adam Balon with
symbolic holdings. Even so,
Innocent has retained its halo
brand status.
“Despite all the apparent diﬀerences in scale and brand values,
Coke and Innocent have a shared
vision,” says Reed. “It wants to be
number one in all its markets, but
in European fresh juice it was
nowhere – that’s its words, not
mine. We wanted Innocent to be
the world’s favourite little juice
brand. We both wanted growth.”
For the founders of independent
brands, control is always a key
issue. “I think the deal we did
makes corporate history in a small
way,” says Reed. “We separated
shares from votes, so even with

58 per cent, Coke didn’t have
control.” Only when the acquisition
was ﬁnalised in March this year
were full voting rights accorded to
the new owners.
“The relationship with Innocent
has been strong over the last ﬁve
years and we believe our hands-oﬀ
approach has contributed to this,”
say James Quincey, president of
Coca-Cola Europe, and the man
who did the deal with Reed,
Wright and Balon. “Innocent’s
management team run it as a
standalone business and will
continue to operate it in this way.”
Quincey is the only Coke
executive on Innocent’s investment board, and the seat belongs
to him personally. So should he
move onwards and upwards in the
Coca-Cola machine, Innocent
keeps its original sponsor.

When things go wrong
New owners are not always so
accommodating, warns Charles
Rolls, co-founder of premium tonic
and mixer ﬁrm Fever-Tree. Before
launching the business in 2005,
Rolls sold his previous venture,
Plymouth Gin, to state-owned
Swedish giant V&S, then the
makers of Absolut Vodka.
“Do you lose control? My
experience is that you can, yes.
When we sold Plymouth Gin,
although it was a 50/50 split
the Swedes had an option to buy
a controlling stake a year later. So
we all knew that they would soon
be the owners, and to be honest
they behaved like the owners from
day one.
“They were also very bureaucratic. We went from being able to
get together and make a decision
in 10 minutes, to a situation where
everything had to go up to the
supervisory board, which took

three months. We lost our ability
to act ﬂexibly as entrepreneurs,”
Rolls explains.
However, when transactions go
well, the acquirer gets to bask in
the reﬂected glow of brand love,
still emanating from its new buy’s
loyal punters. The acquired ﬁrm
meanwhile, gains a strong platform
to grow into new markets and
greater purchasing power.
Innocent is now available in 15
countries across Europe and has
access to Coke’s buying muscle for
everything from advertising to
bottle tops.
But the key beneﬁts are less
tangible, says Reed. “It’s not just
about distribution or sales. Yes,
Coke has a million fridges across
Europe that Innocent smoothies
could go into in theory, but they all
switch themselves oﬀ at night to
save electricity. That’s not ideal for
fresh juice!
“But Coke has always been
entirely open about us raiding its
larder, and we shamelessly borrow
everything we can from its
marketing and strategy. One of our
big successes recently has been
Innocent orange juice. It’s not
original but if you do it well you
will do all right. We did, and we got
the whole strategy for that from
Coke’s US fresh juice brand.”
So the secret of keeping that
halo ﬁrmly where it belongs
seems to be akin to the old adage:
“Buy well, sell well and try not to
mess it up in between.” Pick the
right partners, support them
when they need it and avoid too
much meddling.
As Reed explains: “The whole
deal turned out way better than we
ever expected. It’s not like we
made lots of money and Coke
didn’t. The point is that it works for
both of us.” n

‘‘

Sacrificing a bit of floor
space to brands
offering a better-quality
proposition, or a new
experience, might be a
worthwhile trade-off.
We should expect more
strategic partnerships
with halo brands”
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In my
opinion

A healthy dose
of pragmatism
It’s easy to predict where left and
right-leaning politicians stand on the
issue of public-private partnerships in
the healthcare sector.
Göran Hägglund, Minister for Health
and Social Affairs in Sweden, where
such partnerships have been a
success, says the debate needs to
transcend politics and focus on reality.
8

D

iscussions about publicprivate partnerships have
been taking place for years,
not just in Sweden but across the
developed world. We are all trying
to work out how to deliver healthcare and elderly care in such a way
that quality is maximised while
costs are kept to a minimum.
Many left-leaning politicians
believe that these types of services
should be kept entirely within the
public sector – paid for by the
taxpayer and run by government
or local authorities.
Right-wing parties advocate far
more private sector involvement
and some even suggest state
funding should be restricted.
I believe that the time for
political point scoring is behind us.
What we need to focus on now is
getting the job done. We all know
that people are living longer and
need to be cared for. We all know
that medical treatment is
advancing but it is becoming more
complex and more expensive in
the process.
In theory, greater longevity and
medical advances should be
beneﬁcial for society. We need to
make sure that they really are. And
I would suggest that the best way
to turn theoretical progress into
practical success is via a healthy
dose of impartial pragmatism.
In other words, we need to
transcend the old left versus
right debate when it comes to
public-private partnerships and

‘‘

concentrate on delivering the
highest quality in the most costeﬀective way.
That is what we are trying to do
in Sweden and I believe that the
results speak for themselves.

Sweden’s experience
Sweden has for many years been
known as a country that looks
after its citizens. Taxes were
relatively high but social services,
such as health and education,
were provided to everyone who
needed them. Back in the 1980s,
however, these services became
swamped in bureaucracy. The state
took care of people but it did not
really listen to them. In fact, a
nanny-state mentality prevailed –
where citizens were treated like
small children.
The situation began to change
in the early 1990s, when a centreright government was elected – in
fact, the same Liberal Conservative
coalition as we have today. At the
time, when Swedish people felt ill,
they visited their local doctors’
surgery. They were not allowed to
choose where to go but simply had
to visit the one that the local
authority considered the most
appropriate, generally the one
closest to their home. All these
care centres, as we call them in
Sweden, were publicly run.
Then legislation was passed that
gave people more choice about
which centre to go to and, at the
same time, we allowed private

I genuinely believe the private
sector can work with the public
sector to the greater benefit of all.
But it is not a free ride”

9

companies to bid for contracts to
run the centres.
It has been a long and winding
road since then but today more
than 40 per cent of our health
care centres are run by private
sector companies and people can
choose where they want to go. If
they do not like the way they are
treated, they can go elsewhere.
So health care centres are
incentivised to provide a decent
service because under our system
operators only make money if
patients stay with them. And if
patients leave them, they will
ultimately go out of business.
We even have publicly funded
websites that give statistics on
care centres across the country –
how many employees they have,
customer satisfaction levels and
suchlike – so they can make really
informed choices. The impact on

10

service levels has been dramatic.
Waiting times have been cut and
delivery has improved. In fact, we
are now preparing legislation that
will allow people to obtain healthcare anywhere in the country even
if they don’t oﬃcially live there.
This is helpful in Sweden as a lot of
people work in one part of the
country and spend weekends with
their family in another part. This
can make it hard for them to see a
doctor either where they live or
where they work.

‘‘

Elderly care
Elderly care also oﬀers far more
choice than in the past. More than
20 per cent of elderly people in
Sweden live in homes run by
private care providers. Of course, it
is not as easy for older people to
move from one care home to
another but the involvement of the
private sector has certainly
spurred competition, given elderly
people and their families more
choice and improved quality.
There have been high-proﬁle

Under our system operators only
make money if patients stay with
them. And if patients leave them,
they will ultimately go out of business”

Nonetheless, the suspicion is
there and it rises to the fore when
cases of mistreatment occur.
Anger also erupts when private
companies engage in sophisticated
tax planning or tax avoidance
schemes, which make them
appear greedy.
As active supporters of publicprivate partnerships, we actually
took an initiative a year ago to
foster conﬁdence in the private
sector and counter concerns that
corporations were less transparent
than the public sector. We brought
together 17 employer groups,
unions and representatives from
the various healthcare businesses
to create an ethical platform,
which embraced issues such as
employee
The best way to turn theoretical working
conditions,
progress into practical success protection for
is via a healthy dose of impartial whistleblowers and
pragmatism”
ﬁnancial
transparency.
cases of mistreatment in private
The 17 organisations spent several
sector homes but there have also
months formulating this platform
been examples of public sector
but it was presented to Parliament
neglect. It is just that the private
in late September and we hope it
sector receives far more publicity – will deliver further improvements
essentially because there is still
to the public-private arena.
some wariness among the media
Essentially, there are ﬁve key
and the wider public about private
points that we look for when we
sector involvement in health and
engage with private sector
elderly care.
operators. First, they should be
People, particularly on the left,
serious, committed partners, not
still sometimes maintain that
speculators who just want to make
companies should not be making a
a quick buck. Second, they should
proﬁt from taxpayers’ money. I ﬁnd
be utterly transparent when it
this rather illogical. The public
comes to ﬁnancial reporting so
sector cannot source everything it
their revenues, their costs and
needs from within. It has to
their proﬁts are clear. Third, they
procure goods and services from
need to pay their taxes in a
private corporations and they do
straightforward way to show the
clearly proﬁt from these transcontribution they are making to
actions. Why are care homes or
society. Fourth, they need to be fair
doctors’ surgeries any diﬀerent?
and honest with their employees.

‘‘

Above all, they need to prove that
we can trust them.
If a business is seen to be
seeking ﬁnancial loopholes or
trying to be overly greedy, it does
not just jeopardise its own future;
it threatens the entire system.
Politicians are put on the
defensive, the public is outraged
and there are calls for a return to
the old ways.
Conversely, if private companies
treat their staﬀ and customers
well, run their centres properly and
pay their taxes in full, they will be
left alone to run their business and
make a proﬁt.

Market forces
I genuinely believe the private
sector can work with the public
sector to the greater beneﬁt of all. I
believe that choice and competition drive quality and that market
forces work.
I also feel that the debate about
private sector involvement is
almost old hat. We need to move
on. We need to transcend politics
and focus on pragmatism.
But it is not a free ride. The
system only works if those in
government and the public at large
feel that we can put our
conﬁdence in the private sector.
The relationship is entirely
dependent on trust.
In other words, if companies
deliver quality and eﬃciency and
behave like responsible corporate
citizens, we will happily use
taxpayers’ money to support them.
But we need to ensure that they
deliver their side of the bargain. It
is a delicate balance and it is
absolutely imperative that we get
it right n
Göran Hägglund is Leader of the
Christian Democrats of Sweden.
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In the
spotlight

False
conclusions
Evidence is increasingly used to justify decisions
ranging from new business strategies to
economic policy. But, as Simon Kuper argues, it
isn’t always reliable.

13

O

ne day in 1949, a Scottish
health researcher named
Jerry Morris was sifting
through pieces of paper
documenting the health of
London’s bus workers when he
spotted something interesting.
“There was a striking diﬀerence in
the heart attack rate. The drivers
of these double-decker buses had
substantially more heart attacks,
age for age, than the conductors,”
he said. The drivers and conduc-

14

tors were men of much the same
social class and diﬀered in only one
obvious way: while the drivers sat
on their rears all day, the conductors were forever going up and
down the stairs. Morris had a
Eureka moment that still reverberates today: exercise protects
against heart attacks. Later, it
turned out to protect against all
sorts of other illnesses besides.
This is the sort of story about
evidence that medical researchers,
politicians and businesspeople like.
Numbers are collected; they tell a
clear story; it turns out to be true.
Yet, especially in recent years,
decision-makers have tended to
place too much trust in numbers
and in evidence generally. Not all
evidence is reliable. Even when it
is, it’s sometimes best to throw it
out of the window and use your
imagination instead.
Number-crunching is ascendant
at the moment, for the simple
reason that we’ve never had more
numbers, nor more power to
crunch them. Morris, back in 1949,
didn’t have a computer. “I think of a
room in this school,” he tells me, in
his oﬃce in the London School of
Hygiene & Tropical Medicine. “The
ﬂoor consisting of piles of
documents: men of this age, men of
that age, men doing this kind of

exercise or that. Going through all
of these documents to extract the
cyclists, then going through all the
cyclists to extract those who cycle
to work. Three very respectable
ladies would spend days and days,
and another lady would check they
were not cutting corners.”
Today, most of us carry a
smartphone with more computing
power than Apollo 11 when it
landed on the Moon in 1969. And
we are drowning in data. “Every
two days,” write Eric Schmidt and
Jared Cohen of Google in their
book The New Digital Age, “we
create as much digital content as
we did from the dawn of civilisation until 2003.” People who can
crunch this data ﬁnd themselves
fêted – think of Nate Silver, the
statistician who correctly
predicted the results of last year’s
US presidential elections in all 50
states. No wonder decision-makers
prefer to base their decisions on
evidence rather than their guts.

Cautionary tales
Interestingly, it’s statisticians
themselves who tend to be most
sceptical of data. Whereas
decision-makers are often
credulous about numbers, the
number-crunchers themselves
know the pitfalls. Silver’s book

‘‘

Not all evidence is reliable. Even
when it is, it’s sometimes best to
throw it out of the window and
use your imagination instead”

The Signal and the Noise warns that
numbers don’t always lead to good
predictions. Another, Big Data: A
Revolution That Will Transform How
We Live, Work and Think by
Viktor Mayer-Schönberger and
Kenneth Cukier, at times belies its
celebratory title to tell cautionary
tales about decision-makers
seduced by data.
Perhaps the saddest case was
Robert McNamara. He’d built his
career on numbers: from brilliant
young academic at Harvard
Business School; to brilliant analyst
on the Pentagon’s “Statistical
Control” team during World War
Two; to brilliant manager at Ford.
In 1961 McNamara became
President Kennedy’s Defence
Secretary. Soon afterwards, the
conﬂict in Vietnam began. As
always, McNamara trusted in the
hard evidence of numbers. The
number he trusted most, write
Mayer-Schönberger and Cukier,
was “body count”: how many Viet
Cong had been killed each day.
Unfortunately, it wasn’t a good
number. First, American oﬃcers’

realisation that the Pentagon
wanted high body counts meant
that they reported high body
counts – whether the counts were
correct or not. Second, high body
count turned out not to bring
victory any closer. McNamara’s
number was both bogus and irrelevant, as is often the case with
decision-makers’ favourite
numbers. They sound comfortingly
precise, but don’t always reveal
a truth.
On 4 January 2010, at a conference in an Atlanta hotel, the
respected US economists Carmen
Reinhart and Kenneth Rogoﬀ
delivered perhaps the most
inﬂuential economic paper of our
time. Their numbers showed that
once a country’s public debt
exceeds 90 per cent of its GDP, its
economic growth slows sharply.
The message was clear: governments ought to cut debt fast.
It was the paper that justiﬁed
austerity, and leading politicians
cited it repeatedly. Earlier this year,
however, a graduate student at the
University of Massachusetts in

Amherst named Thomas Herndon
discovered that the paper was
wrong. Studying the spreadsheet
that Reinhart and Rogoﬀ had used,
Herndon spotted a childish error:
they had accidentally left out the
data for ﬁve of the 20 countries
they had studied. Moreover, they
had given undue weight to a single
year in New Zealand’s economy: an
8 per cent fall in GDP in 1951, when
the country had high debt.
Herndon’s ﬁndings undermined the
Reinhart-Rogoﬀ paper; perhaps
debt wasn’t so damaging after all.
By then, though, austerity
measures had changed the lives of
millions of people.
Business has an even more
famous case of false reliance on
data: the story of “New Coke”. In
the early 1980s, Coca-Cola was
losing market share in the US.
Most consumers said that they
preferred the taste of Pepsi. So
Coca-Cola devised a new recipe for
its classic drink. The company
conducted “taste tests” with
200,000 consumers (although only
about 30,000 or 40,000 tasted the
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ﬁnal new recipe) and found that
people liked the new recipe. In
April 1985, with great fanfare,
Coca-Cola launched New Coke.

Missing the point
Consumers were outraged. The
evidence suggested that New
Coke tasted better, but that wasn’t
the point: Coke wasn’t meant to be
new; it was meant to be classic,
unchanging, eternal. To quote the
marketing expert Al Ries,
introducing a New Coke was “like
introducing a New God”. In July
that year, just 77 days after the
launch, the company announced
that it was withdrawing New
Coke. Coca-Cola’s chief operating
oﬃcer, Donald Keough, admitted
that: “All the time and money and
skill poured into consumer
research on the new Coca-Cola
could not measure or reveal the
deep and abiding emotional
attachment to original Coca-Cola
felt by so many people.” Coke had
gathered evidence but, as in the
case of McNamara’s body count,
the evidence wasn’t relevant.
Yet decision-makers continue to
love evidence – especially
evidence in the shape of numbers.
They collect numbers even in
ﬁelds where numbers aren’t
reliable. In the debate over climate
change, for instance, politicians
kept asking climate scientists for
hard numbers. At what level of
temperature would life on Earth be
seriously aﬀected? When would
we hit that level? The truth was
that the scientists couldn’t possibly
know. (Roger Pielke Jr, professor at
the University of Colorado who
studies climate policies, explains
the issue well in his book The
Climate Fix.) Climate scientists
almost all agreed that man-made
greenhouse gases were raising
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The evidence
suggested that New
Coke tasted better.
But that wasn’t the
point: Coke wasn’t
meant to be new. It
was meant to be
classic, unchanging,
almost eternal”

temperatures, and that this would
have bad outcomes. But they
couldn’t be sure that the crucial
cut-oﬀ point was a two-degree
rise, or that we’d hit two degrees
in, say, 2050. Predicting the climate
in 2050 is as hopeless as predicting
the economy in 2050.
Still, politicians wanted
numbers, and so climate scientists
tried to provide them. When those
numbers turned out to be
questionable – for instance, global
temperatures haven’t risen nearly
as fast since 1998 as in previous
decades – climate-change sceptics
pounced. The climate scientists
would have been better oﬀ telling
a general story, such as “Temperatures are rising, this is bad”, than
attempting to provide hard statistical forecasts. Unfortunately, it is
hard statistical forecasts (even
when they aren’t really “hard”) that
reassure decision-makers.

Dangerous distortion
There’s another basic problem
with evidence: most of the
evidence on how people think and
respond comes from surveys. A
couple of hundred people are
called and the ones who are willing
to participate in the survey then
say which products or politicians,
for example, they prefer.
First of all, it’s dangerous to
extrapolate from samples that are
small and often skewed. The
infamous 1998 paper by the British
doctor Andrew Wakeﬁeld, which
wrongly claimed that the single jab
for measles, mumps and rubella
could cause autism in children, was
based on only eight case studies.
Wakeﬁeld was later struck oﬀ the
medical register, but the damage
was already done: his claims scared
many parents oﬀ having their
children vaccinated, and British
cases of measles increased.

Mayer-Schönberger and Cukier
argue that now that we have
unprecedented amounts of data,
such as the Google searches of
millions of people, we can start
crunching big numbers rather than
rely on small surveys.
The second problem with
surveys is that people don’t always
tell the truth. They may mean to,
but according to Roger Dooley, an
expert on neuromarketing, we tend
to make emotional decisions and

almost certainly didn’t buy
the convertible for such
rational reasons.”
If numbers are an unreliable
guide to the present, they are a
terrible guide to the future. When
the world changes, old data lose
relevance. That’s when you need to
toss away the evidence, and take a
leap of imagination to see what the
new world might need. As Henry
Ford famously said, if he’d asked his
customers what they wanted, they
would have said “a faster horse”.
Steve Jobs, innovating a century
later, took a similar line, and Apple
didn’t even do market research
before launching the iPad. “It isn’t
the consumers’ job to know what
they want,” Jobs explained.
So evidence can be telling – or
it can be dangerous. But it
certainly can’t save you the
trouble of thinking n

then explain them rationally.
Dooley gives an example:
“Someone will say of their new car,
‘My new convertible? It was a great
deal, and gets a lot better mileage
than the minivan I looked at ﬁrst. I
looked up resale prices, and
convertibles hold their value
better.’ In real life, that person

‘‘

If numbers are an
unreliable guide to
the present, they are
a terrible guide to the
future. As Henry Ford
said, if he’d asked
his customers what
they wanted, they
would have said ‘a
faster horse’”
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Face
to face

Smart
and
casual
Fat Face chief executive Anthony
Thompson describes the typical
Fat Face customer as adventurous,
outdoorsy and free-spirited, with
high standards and an interest in
value for money. Not that different
from him, in fact.

A

nthony Thompson is wearing jeans and a tee
shirt. He is barefoot. Shunning the traditional
oﬃce set-up – desk, computer, family photos –
Thompson prefers to base himself in a simple room
deep in the giant warehouse that is the Fat Face
headquarters in Havant, Hampshire.
“I’m a pretty informal guy,” he says.
Thompson’s room is studded with artefacts amassed
during a 34-year career in retail – an old carpenter’s
bench, a tray of bobbins, an original sewing chair, an
industrial lamp and a bespoke table, made especially
for him out of reclaimed pieces of wood and iron. The
eﬀect is understated but well thought-out. It also
reﬂects Thompson’s interests.
“I love factories and product. I love fabric.
Understanding how things get put together at the
beginning is really important, I think. If you don’t know
how things are being made, then how can you sell
them properly?” he asks.
“All this stuﬀ is old but it’s all organic, natural stuﬀ
and it creates a very calming environment,” he adds.
On the ﬂoor of the room is a small block of wood, on
which is etched the story of how Fat Face was created
– two young guys skiing in the French Alps were
running out of money but did not want to go home.
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They started to design and sell sweatshirts out of the
back of a camper van so they could prolong their trip
until summer, when they repeated the same trick on
the beach.
“These bits of wood used to be part of the old shop
ﬁt years ago and I keep this one here, near me, to keep
me grounded. It’s all true – they did start out selling
tops from a camper van – and I think that’s why the
business and the brand really resonate with our
customers,” says Thompson.

Retail career
During his lengthy career, Thompson has acquired an
in-depth understanding of what resonates with
customers. At 15, he started a Saturday job at a frozen
food outlet in Preston, Lancashire. He then became a
sales assistant at Marks & Spencer, running the local
menswear department at weekends. After graduating
from Hull University, he returned to M&S as a
graduate trainee.
He left M&S to become a retail consultant at Arthur
Andersen and then joined the academic book retailer
Blackwell’s, where he rose to become chief executive.
From there, he changed tack to run the European
operations of Gap and then moved back to M&S,
where he was retail director before moving to run
George at Asda.
“I’ve been very lucky in my career. I’ve worked in
smaller businesses and large multinationals. I’ve
worked with American businesses and European ones.
I’ve also worked in pretty much every function – HR,
IT, store manager, buying, distribution and merchandising. And I ran a company in my early 30s so I’ve
learnt a lot,” he says. “But even though I’ve done so
many diﬀerent things, I’ve mainly worked in
turnaround situations. Sometimes I knew they were.
A lot of times, I didn’t know until I got there but they
seem to follow me round.”

Joining Fat Face
Fat Face was one of the occasions when
Thompson knew full well he would be taking on a
turnaround situation. Recruited in April 2010, he
arrived at a business that he describes as being
“really quite fragile”.
“I was called up by Alan Giles, who was the
chairman back then,” he recalls. “I knew Alan because
he was running Waterstones when I was running
Blackwell’s and I also knew Guy Weldon at Bridgepoint.
I trusted Bridgepoint and I liked Alan. I also liked the
brand. I believed in it and I was personally frustrated

because I could no longer buy what I wanted there,
like jeans, tee shirts and sweatshirts.
“I also wanted to get involved in a slightly smaller
business where I could make a bigger diﬀerence and I
wanted to ﬁnd a way of getting a better balance in my
life – so I was doing something that I really liked doing.
Now I feel there is a real blurring between work and
the rest of my life. I love clothes shopping. I love
looking at fabrics. I love being outdoors, visiting
mountains, the sea and the Lake District – and now I
get paid for doing it!”
Thompson almost makes the job sound easy. But he
is intensely dedicated to his work and to ensuring the
brand appeals to Fat Face customers.
“Everything starts with the customer. Everything.
And swiftly on from that, you move to product. I think
a brand is like a promise to the customer. People know
our brand is a casual brand. They know it stands for
quality and value and they know we have a certain
outdoors and relaxed style. Once customers
understand that, however, and recognise that that’s
what Fat Face is about, then it’s for me to listen to
what they want and give it to them,” he says.

Customers first
Listening to customers is paramount for Thompson so
he visits stores every week, quizzing colleagues about
what customers are saying to them but talking directly
to people browsing in the aisles as well.
“There are very many ways to ﬁnd out what
customers want but the very best way is to ask them,”
he says. “I just go up
to people, tap them
on the shoulder and
ask them what they
The wonderful thing
think. I don’t say I’m
about Fat Face is that
the CEO or anything
we can get an awful
like that. I’m not too
lot achieved but we
fussed about status
don’t have to do it in
and job titles.
a formal way. In fact,
“I just say that I
we get more
work in the store.
People are a bit
achieved when we’re
shocked at ﬁrst but
informal about
then they start
things. But that
talking. After all, most
doesn’t mean we’re
of them are not
not ambitious for
visiting by accident.
the business”
Our customers are
quite loyal so they
tend to be in the

‘‘

19

stores because they’re looking for a particular product.
I want to know if they’ve found what they’re looking
for or not.”
Thompson also observes customers from afar, both
in the stores and beyond.
“I think it’s important to go to places where our
customers are, see them in the environments where
they are wearing our clothes. So I like to get out and
about and do that,” he explains.
Thompson receives letters and emails from
customers too.
“I’m not one of these chief executives with a secret
password and I absolutely am not one of these guys
who has a department answering my mail. I want to
hear from customers. I want to know what they think,”
he says.
And the customers tell him. One lady wrote to him
late last year pleading with him to save her marriage.
“She told me her husband had been wearing the
same Fat Face sweatshirt for 10 years and he refused to
buy another one because we weren’t making them
with pockets any more! She was at the end of her
tether, pleading with me to reintroduce sweatshirts
with pockets. I had two made up specially and sent to
her for Christmas. I told her to donate the cost to
charity. But we’re now making more and they’re selling
really well,” says Thompson.

Brand loyalty
That Thompson receives so much feedback is, he
suggests, an indication of how deeply customers feel
about the Fat Face brand, something he himself is
fanatical about too. He uses the bobbins in his room to
show designers the kinds of colours that Fat Face
clothes should be. And he has an old clothes rack ﬁlled
with garments – some Fat Face, some vintage and
some his own – to explain how products should look
and feel.

‘‘

There are very many ways to
find out what customers
want but the very best way is
to ask them. I just go up to
people, tap them on the
shoulder and ask them what
they think”
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“Colour is so important and our brand is based on
certain tones so these old bobbins are really useful,” he
says. “I picked them up from a vintage store in Wales
ages ago. The threads are slightly faded but they’re
correct. So if anyone is having problems with colour, I
just bring them in here. Same with clothes. This rack
changes all the time. At the moment, it’s got lots of
outerwear on it. I love outerwear. I collect it. I’ve got
100, 200 coats so if I’m trying to explain something
about a jacket, for instance, I can show people what
I mean.”

Better numbers
This rigorous attention to detail has had a dramatic
eﬀect on Fat Face. The business had 170 stores when
Thompson arrived, revenue was static, EBITDA was
falling and staﬀ morale was low. Earlier this year, Fat
Face announced a 9 per cent increase in turnover to
£163 million and a near 30 per cent climb in EBITDA to
£31 million.
“I ﬁrmly believe that you drive a business and grow
a business by selling more product at full price and not
continually discounting. If you price it correctly at the
beginning of the process, you will sell more at that
price so you can pay for the investment in quality
because you are not having to mark down everything
at the end. It’s a simple theory but you have to start
somewhere and we started by saying we were going to
drive full-price volume. Our full-price volume is now
very strong,” says Thompson.
“The good thing about that is that customers start
to believe in you again and trust you when you present
them with product – particularly at Christmas. The
Christmas after I arrived was the ﬁrst in ﬁve years
when we did not go
on sale until Boxing
Day. That was a big
decision. But we have
I love visiting our
not gone on sale till
shops, particularly in Boxing Day any
Christmas since then
holiday destinations
and this year will be
like St Mawes. I’ve
the same.
got a 1965 split“There are two
screen camper van
reasons for that. First,
and I often camp
customers should be
when I visit the
able to buy presents
South West”
for their loved ones in
the run-up to
Christmas, knowing

‘‘
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that they won’t feel
a complete Charlie
by mid-December
because the same
jumper they bought
a few weeks earlier
is now half-price.
And second, if you
think you adopt the
mindset that you
are going to sell
most of your
product at full price,
you tend to have
sharper prices from
the beginning.”

‘‘

There is no reason
why this business
can’t double in size
over the next few
years. It is our time
as a brand. People
are fed up with
consumption for
consumption’s sake.
They are looking
for authenticity
and that’s what
we provide”

New stores
Over the past three
years, Thompson
has closed 20 stores,
opened 50 new ones
and relocated several outlets to larger spaces. He
believes there is space for around 250 Fat Face stores
in the UK, supplemented by online sales, which were
around 8 per cent of turnover three years ago and are
likely to account for 15 per cent of sales by the end of
this year.
“I would like to see online accounting for around 25
per cent of turnover over the next few years. There
was a week only recently when 20 per cent of our
womenswear sales were online so I think that target is
completely feasible,” he says.
There are also ambitions to open in the US and
Thompson has been exploring options over there.
“I’ve been over three times this year looking at
possible sites. I’d like to open two or three stores in the
US over the next 12 to 18 months and I think we should
open them in quick succession to give us a proper
presence,” he explains.

Formidable force
Thompson dresses casually and talks in straightforward language. But his manner belies a single-minded
determination to make Fat Face a formidable force in
the retail industry.
“The wonderful thing about Fat Face is that we can
get an awful lot achieved but we don’t have to do it in
a formal way. In fact, we get more achieved when we’re
informal about things. But that doesn’t mean we’re not

Name:
Anthony Thompson
Nationality:
British
Age:
49
Education:
Hull College of
Higher Education
First part-time job:
A frozen food store
in Preston,
Lancashire
First full-time job:
Graduate trainee at
Marks & Spencer

Married:
Yes, with two teenage
children, a son and a daughter
Cars:
A 1927 Morris Oxford,
a 1965 camper van, a 1991
Jaguar and a Keswick Green
Land Rover
Passions:
Old cars, art, exercise and
being outdoors
Ambition:
To be happy
Greatest achievement:
Creating and sustaining a
family with my wife, Sally

ambitious for the business. It’s a very intense business
in terms of driving results but it’s done in a more
natural way – it doesn’t feel forced,” he adds.

The Fat Face crew
The ‘we’ refers to Thompson’s colleagues – “the crew”
as he calls them. “When I arrived, lots of people were
quite sad and disillusioned. Now they believe the
business has a future. They genuinely want to be here
and that’s the magic dust in a way. The people are
prepared to do that little bit extra because they really
believe in the brand. So we’ve got a great crew, there’s
a really great atmosphere in the business and they’ve
all got so much energy,” he says.
Thompson should know, given the amount of time
he spends visiting the stores and talking to employees.
“I love visiting our shops, particularly in holiday
destinations like St Mawes. I’ve got a 1965 split-screen
camper van and I often camp when I visit the South
West. Why wouldn’t you?” he asks.
Adventures in a camper van aside, Thompson has
also made some fundamental changes to the way Fat
Face operates as a business, installing a new EPOS
system, rebuilding the IT architecture, expanding the
distribution centre and altering the real estate.
“We still have a lot to do but the business has
become more professional. And it is growing fast. I
think there is no reason why it can’t double in size

over the next few years. Why not? I do believe it is our
time as a brand. People are fed up with mass production, man-made fabric and consumption for
consumption’s sake. They are looking for authenticity
and that’s what we provide,” he says.

The next phase
As part of a move towards the next phase in the Fat
Face saga, Sir Stuart Rose has become chairman of the
business. A member of Bridgepoint’s European
Advisory Board, he was formerly chairman of M&S,
during which time he worked closely with Thompson.
“Stuart is a tremendous, intuitive, determined and
gutsy retailer. We share a lot of the same values and I
have a lot of respect for him. He is going to be great for
this business,” says Thompson.
Barefoot, plain-speaking and passionate about retail,
Thompson is clear about what Fat Face needed when
he joined and what it needs now.
“Making this business work involves a thousand
little things. There is no silver bullet. You can’t just
throw money at it. But you start with your customer;
you focus on product, delivering quality and value; you
recruit really good people and empower them to do
the best job they can do; you make sure you are
aligned with your shareholders and you are absolutely
clear about your priorities. And of course, you can’t
forget the magic dust,” he says n
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Market
insight

Looking
after
number
one
Protectionism is widely
considered to be economically
harmful, hitting exports, hurting
consumers and limiting growth.
Nonetheless, it is on the rise.
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ree trade is a noble
aspiration. But putting it
into practice is fraught
with problems.
Objections are raised
even in buoyant economic
conditions; in diﬃcult times,
governments become even more
eager to look after their own.
The past few years have
highlighted this tendency. While
governments have refrained from
explicitly blocking imports from
other nations, more covert forms of
protectionism have been on the
rise. Such sly “beggar-thyneighbour” policies help explain an
abrupt slowdown in the growth of
international trade.
For most of the postwar period,
the expansion of trade far
outpaced overall economic growth.
Last year, however, cross-border
commerce rose by just 2 per cent,
according to the World Trade
Organization (WTO) – lagging the
3 per cent growth of the global
economy. And this year the WTO
is expecting trade volumes merely
to keep pace with global gross
domestic product.

F

‘‘

The most rational
response is for a
business to spend
money lobbying
governments – both
at home and abroad –
for special favours”

This means fewer opportunities
for companies around the world.
The harm has been most keenly
felt in Europe, which is still ﬂirting
with recession after the sovereign
debt crisis. Eurozone exports
edged up by just 1 per cent in the
year to June 2013, against an
almost 15 per cent rise in the year
before, according to ﬁgures from
Thompson Reuters Datastream.
Worryingly too, foreign sales from
Germany, the eurozone’s export
powerhouse, actually fell by 1.1 per
cent in July, compared with the
previous month.
“That partly reﬂects weaker
global economic growth. But
protection is also playing an
insidious role,” says Marc Chandler,
an economist at investment ﬁrm
Brown Brothers Harriman.
So how are the smartest
companies adapting to this more
hostile environment? And will
conditions improve once the
global economy recovers from its
latest funk?

Differing approaches
The ﬁrst challenge for global
companies is to adjust to a new
form of protectionism. “Every time
there is a sharp downturn in the
global economy, trade restrictions
take on a new appearance,” says
Simon Evenett, professor of
international trade and economic
development at the University of
St Gallen in Switzerland.
In the 1930s, countries simply
hiked trade tariﬀs – taxes on
foreign goods that put foreign
rivals at a disadvantage – or
quotas, which restrict the quantity
of imports. In a famous example of
this, the US’s 1930 Smoot-Hawley
Tariﬀ Act raised tariﬀs on more
than 20,000 goods to record levels.
During the depressed early 1980s,

by contrast, the most fashionable
form of protectionism was the
voluntary export restraint, by
which a powerful exporter agrees
to curb foreign sales of a particular
product to avoid more explicit
tariﬀs. Japan, for instance, was
bullied into limiting auto sales to
the US.

Disguised measures
Since 2008, with overt protectionism seen as a sign of bad global
citizenship, nations have resorted
to measures that are even easier to
disguise. The most popular have
been government subsidies that
give domestic ﬁrms an unfair
advantage, public procurement
rules that make it harder for
foreign companies to win contracts
and local content rules that force
foreign companies to buy supplies
in the home market.
While many nations have
resorted to such measures, some
culprits have been worse than
others. Russia tops the charts for
the largest number of protectionist
measures in place, according to
Global Trade Alert, a monitoring
service run by Evenett.
To take just one example, the
country now oﬀers a subsidy to
domestic car producers that is
equivalent to the full sale price of
the vehicles. This is especially bad
news for European companies,
which rely on Russia for a chunky
7 per cent of foreign sales,
according to EU data.

Checks and imbalances
Brazil has also introduced a series
of measures to help local industry,
such as compelling foreign oil
companies to purchase local
equipment. The state development
bank BNDES, meanwhile, whose
goal is to promote Brazil’s
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The world’s largest companies
have increasingly taken to
hammering out bespoke trade
deals with governments”

businesses, lent a massive $80
billion in 2012 – about four times
more than the World Bank’s global
lending. Fellow BRIC economy
India, which accounts for slightly
more than 2 per cent of EU exports
at almost €40 billion a year, has
been another notable defender of
national business interests.
Worst of all, the US, which
represents close to a ﬁfth of the
eurozone’s overseas sales, has
been discriminating against foreign
companies. The most egregious
example of this, many trade
scholars complain, came in the
almost $800 billion stimulus
package passed by Congress in
February 2009.
This included a “Buy American”
provision to ensure that any
public building or works project
uses only iron, steel and other
materials that are made in the US.
Such provisions restrict the ability
of European companies to sell
goods and services to US states
and cities.

Culprits in Europe
European nations have not been
saints either, however. Collectively,
they have been second only to
Russia in imposing new protectionist measures, Global Trade
Alert calculates. What’s more,
subsidies granted by EU states
tend to hurt neighbouring
countries. Switzerland, a non-EU
member and one of the few nations
to resist the temptation to oﬀer
subsidies to export industries,
frequently faces subsidised
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European rivals in other export
markets. As a result, Swiss ﬁrms
have had to cut prices and proﬁt
margins to retain market share.
For European companies with
an export agenda, the key question
is: how to cope?

Bypassing barriers
The oldest solution of all is to jump
the barrier by setting up
operations in the target country.
However, this kind of foreign direct
investment is not always ideal in
the current environment. “Even if a
car company sets up a local
production plant in Russia, for
example, the state is never going
to provide them with the full range
of subsidies they grant to local
companies,” points out Daniel
Ikenson, director of trade policy at
the Cato Institute, a libertarian
thinktank in Washington DC.
The world’s largest companies
have increasingly taken to
hammering out bespoke trade
deals with governments, says Gary
Hufbauer, a senior fellow at the
Peterson Institute for International
Economics in Washington DC. “We
have reached the state where
many companies have their own
trade and foreign policies,” he
explains. “Top companies can often
win an exemption to certain trade
limitations.” Car maker Honda, for
example, struck one such special
deal with Argentina, a notoriously
protectionist nation.
“India, Indonesia and China have
all agreed to such selective,
company-speciﬁc liberalisation,”

adds Hufbauer. “Trade negotiations
have been privatised to a large
degree.” The downside to this
approach is that only companies
with huge global clout can play
this game, while small companies
are largely left out in the cold.
Another approach is for
companies to lobby their own
governments to threaten World
Trade Organization legal cases
against countries that discriminate
against them. The EU, for example,
has recently been protesting
against subsidies granted by China
to local makers of telecommunications equipment and solar panels.
This type of action can persuade
or even intimidate countries into
moderating or dropping biased
trade policies.

A political strategy
Sadly, many companies have
concluded that the most eﬀective
strategy in a protectionist world is
to lobby for government
assistance. “If you can’t beat them,
join them,” says Evenett. “This has
been the approach of many
European companies. Once the US
oﬀered government support to its
car makers General Motors and
Chrysler after the ﬁnancial crisis,
the dominos started to fall and car
companies in Europe started to
demand help too.
“The upshot is that the
most rational response is for a
business to spend money lobbying
governments – both at home and
abroad – for special favours,”
Evenett laments.
This has several drawbacks.
First, it is ineﬃcient and it encourages companies to divert resources
away from upgrading their
products and services in favour of
political spending. Worse still, it is
discriminatory. A deal that beneﬁts

‘‘
an individual company does not
beneﬁt another. “This is not the
kind of approach that creates
much trade,” says Ikenson.
“Instead, it largely diverts it from
one company to another.”
The real losers, Ikenson believes,
are the taxpayers and consumers.
“We are seeing an arms race in
subsidies and we badly need a
détente,” he says. “The main result
will be higher taxes to pay for
these corporate handouts and
higher prices.”

No easy return
And history suggests that this
system of trade favours will not

fade quickly – even after the global
economy has recovered. “Once you
start helping out domestic
industries, they cling pretty
tenaciously to these privileges,”
says Evenett.
Government subsidies put in
place for the shipbuilding and steel
industries in the 1970s took up to
15 years to unwind. The voluntary
export restraints, which started to
become more prevalent in the early
1980s, were only really rendered
taboo by the conclusion of the
Uruguay round of global trade talks
in 1994.
The rise of covert protectionism
has not yet caused an absolute

We are seeing
an arms race in
subsidies and
we badly need a
détente”

decline in the volumes of global
trade. But it does appear to be
having harmful eﬀects, slowing the
expansion of international
commerce and encouraging many
companies to focus increasingly on
currying favour with governments
and gaining political inﬂuence.
Meanwhile, the new form of
protectionism hits taxpayers and
consumers in the pocket.
Sadly, it may be many years
before the move towards freer
global trade regains momentum n
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Talking
point

Fewer
facts,
more
thinking
Learning by rote has
played a central role in
education for decades.
But the benefits are
questionable, particularly
now that vast quantities of
information are instantly
available online. Greater
emphasis on thinking
rather than memorising
could be far more useful
for businesses in the
modern world.
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G

raduates of top universities typically assume
they left rote learning behind at primary
school. How wrong. Despite the widespread
availability of information online, professional exams
still involve copious amounts of memorising.
For students, committing vast quantities of data to
memory can be a bit of a grind. For business, however,
there may be more profound consequences as the
education system of today becomes increasingly illmatched to the world outside.
“We are still living in the past,” says Richard Clark,
professor emeritus of educational psychology and
technology at the University of Southern California.
“The internet and modern software enable us to
retrieve facts at incredible speed. Yet a lot of professions
force candidates to waste huge amounts of time
parroting facts that they will forget shortly after
the exam.”
The debate over how much factual information
students need to hold in their heads has been raging
for at least a hundred years. In a series of inﬂuential
works on education published early in the 20th
century, US philosopher John Dewey urged teachers
to move away from drilling facts to focus on imparting
analytical skills. Such discussions ﬂared up again
during the 1970s along with the widespread
availability of the pocket calculator.
“This technology called into question the need to
spend hours memorising times tables,” says Alison
Wolf, professor of public sector management at King’s
College London, where she specialises in the relationship between education and the labour market.
“The internet is a far more powerful information
retrieval system so some people believe we can now
skimp even more on rote learning. However, traditionalists say turning to a textbook or computer every ﬁve
minutes slows down creative thought,” she adds.

The wrong questions
Until relatively recently, the debate on how many facts
professionals need at their ﬁngertips was largely
intuitive. That is changing, thanks to the emerging
science of cognitive task analysis. This discipline tests
how experts perform highly complex mental tasks.
The goal is to identify the skills and knowledge that
are really necessary to reach a high level of competence
at any task– from ﬁnance to medicine.
According to Clark, such studies have revealed that
there is still far too much unnecessary rote learning
occurring, at least in part because the people setting
exams are essentially ill-equipped to do so.
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Research from cognitive task analysis suggests that
around 70 per cent of the important decisions experts
make when performing tasks have become
unconscious and automatic.
Yet these people, who are virtually unaware of the
skills they use in their working life, tend to be the very
ones who set professional exams.
This lack of insight can often aﬀect experts’
ability to design courses and set exams that will
identify whether newcomers are actually going to be
good at the jobs they are being trained for. In the
absence of such understanding, memory tests are an
easy substitute.
“Most professional tests are still extremely fact
based,” explains Clark. “This is not the result of any
calculation of the skills that are needed. Instead, it is
because factual tests are
easy to devise and it is
hard to dispute the results.
By contrast, problem
solving plays too small a
role in professional and
licensing exams around
There is still far too
the world.”

Problem solving
Of course, there are
exceptions. One area of
enlightenment is business
education. MBA students,
particularly at elite universities such as Harvard and
New York University’s

‘‘

much unnecessary
rote learning going
on, at least in part
because the people
setting exams are
essentially illequipped to do so”

‘‘

Finland allows students to develop
cognitive skills that help them to frame, tackle
and solve problems. That is more in tune with
a world where information is abundant and
easy to access”

students to develop cognitive skills
that help them to frame, tackle and
solve problems”, she argues. “That
is more in tune with a world where
information is abundant and easy
to access.”

Widening gap
Stern School of Business, are
graded largely on their ability to
respond creatively to case studies.
Professor Robert Whitelaw, chair
of the ﬁnance department at New
York University, says the fetish for
rote learning never really took hold
in business schools. “There
actually is no particular body of
knowledge that we require
students to acquire for an MBA,”
he explains. “The focus is instead
on problem solving. None of our
classes involves what you could
really call rote learning.” Whitelaw
explains that in the exams he has
given over the past two decades he
has always provided students with
all the formulae they needed.
The lessons from cognitive task
analysis have also started slowly to
inﬂuence exams in other ﬁelds
such as accounting.
Alan Hatﬁeld, director of
learning at the Association of
Chartered Certiﬁed Accountants
(ACCA), says: “An excellent
memory is becoming less
important for accountants.
Technology has taken a lot of the
more routine work out of the
profession so we are ever more
focused on value added and
thinking more deeply about the
businesses that we serve.”
The ACCA exams do have a
multiple-choice component that
ensures accountants have the
basic building blocks of knowledge
upon which analysis can be
constructed. “But the stress is
increasingly on the synthesis of
information and problem solving,”

says Hatﬁeld. “Rote learning of
accounting rules themselves is no
longer suﬃcient.”

Rote learning unnecessary
Elsewhere, however, the use of rote
learning remains widespread, even
though many businesses believe it
is increasingly unnecessary.
Jamie Tyszko, senior director for
education at the US Chamber of
Commerce Foundation, which
represents American businesses,
believes the internet has
fundamentally changed the skills
companies are looking for.
“Technology has increased the
importance that employers are
placing on critical thinking. But the
education system is not yet
adjusting fully to this new
environment,” he says.
For companies, this is not simply
an esoteric debate. It is critical to
their future.
“If schools were given more
leeway to focus on critical
thinking, businesses should
gain from this process. But only
if educators keep pace,”
explains Tyszko.
Finland is one country that has
been praised for being ahead of the
pack, by both academics and
international organisations. The
OECD believes the country has
the world’s best-performing
education system. Stanford University education professor Linda
Darling-Hammond suggests this is
partly because of an emphasis on
independent thinking over pure
rote learning. The country “allows

While there has been progress
in some disciplines and countries,
in general there is a widening gap
between the parroting skills
demanded by exams and the
speed with which information
can be retrieved through
modern technology.
“Technology has been making
rote learning less relevant in
several ways,” argues Michael
Horn, co-author of the book
Disrupting Class: How Disruptive
Innovation Will Change the Way the
World Learns.
“The speed with which new
research is generated and disseminated around the world has been
accelerating. So learning mere facts
becomes pointless if they are
quickly out of date.”
In addition, he says, technology
is enabling us to access facts and
research with minimal delay. “With
intelligent software, doctors can
ask a computer for the latest
research on how a certain
condition causes a particular
symptom,” he says. “That should
make it more productive to test
doctors and nurses on how they
solve problems rather than
whether they can list all of the tiny
bones in the ear, for example.”
Whitelaw believes this advance
will continue. “Search engines
will become more and more
sophisticated,” he predicts.
“Already many can memorise
previous tasks and help pinpoint
exactly what you need.”
The decline of rote learning
may also be promoted by the
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ability to search for deeper
content on the internet. “We have
gone beyond the point where it’s
only facts that you can get from
the internet,” says Matthew Taylor,
chief executive of the Royal
Society for the encouragement
of Arts, Manufactures
and Commerce.
Websites such as the Khan
Academy, established by Harvard
graduate Salman Khan in 2006,
give anyone free access to
thousands of micro-lectures on
everything from mathematics and
economics to ﬁnance and
computer science. “The kind of
development we see with the
Khan Academy has the potential
to change the way we learn,”
says Taylor.

How to research
For most companies in search of
employees, the skill of ﬁnding
information and ideas is becoming
more important than simple recall.
Yet such research skills are
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neglected by professional training
courses, schools and universities,
argues Clark.
“The technology is getting far
better at guiding us to the facts
and concepts we need to solve a
particular creative problem
rapidly,” he says. “Still, we could
give it a helping hand by focusing
more on how to research.
Techniques for ﬁnding information
are often discussed by professionals but almost never taught at
schools or in training courses. My
hope is that this will change over

‘‘

Technology has
increased the importance
that employers are
placing on critical
thinking. But the
education system is not
yet adjusting fully to this
new environment”

coming years as educators become
aware of the importance of
investigative know-how.”
Such change may take a while,
however, as Clark suggests. “In
general there can be a lag of two or
even three decades before this
kind of research is actually
implemented,” he says.
For companies in search of
employees suited to the modern
world, such a time lag could
become increasingly frustrating.
Technology is changing fast but
the educational process remains
largely rooted in the past. As Wolf
explains: “Rote learning has long
been disparaged as the lowest
form of education. But a surprising
amount of it is still going on.”
Looking ahead, the system will
have to change if academia is to
keep pace with business. Get it
right and all sides should beneﬁt.
Get it wrong and there could be an
increasing disconnect between the
world of learning and the world
of commerce n

Sector
Manufacturing analysis

Keeping the
wheels turning
The industrial supply chain is changing as competitive
dynamics shift and manufacturers look for partners
that can add genuine value.

W

ould-be Range Rover
drivers from Burnley to
Baltimore are grumbling.
Deliveries of the new Range Rover
Sport are taking up to six months,
as Jaguar Land Rover, the manufacturer, struggles to keep up with
demand for models with a
panoramic sunroof.
To try to meet drivers’
enthusiasm for experiencing wind
in their hair, German-owned sunroof supplier Webasto has had to
ramp up production to 24 hours a
day, seven days a week.
This is the sort of ﬂexibility that
leading car makers, plane
producers and electronics
manufacturers now demand from
their suppliers. They do not want
ﬁxed costs – in terms of a
permanent workforce – added to
production, but they do want a
supplier that can call on a pool of
temporary staﬀ to put extra cells
on the production line when things

start to back up. “You have to
have ﬂexibility – in the variety
of products you can put down
the line and the capacity you
can handle,” says John Leech,
UK head of automotive at
consultants KPMG.

More than price
In the past, there was a
tendency to think that a
competitive supply chain is all
down to price. Certainly, UK and
Western European suppliers have
lost out to Eastern European,
North African and East Asian
manufacturers in the past two
decades, particularly for products
that require a lot of labour and
little skill.
But that is not always the case.
Professor Richard Wilding, supply
chain strategy expert at Cranﬁeld
School of Management, says:
“What the manufacturer wants is
value, not just a cheap price.

Manufacturers are looking for
availability of product, clean
invoicing, reliability, ﬂexibility and
good technical support. Price is an
element, but when you get a cutprice product, there is usually a
sacriﬁce to be made somewhere.”
Hirschmann Solutions, which
launches a new antenna for smart
meters this autumn, is one of
Germany's fast-growing suppliers
and specialises in communications
technology. It is already internationalising, with facilities in
China and Japan as well as oﬃces
in North and South America, and
has moved from supplying the
automotive industry to providing
technology to other sectors,
including energy and logistics.
A spokeswoman for the
company explains that its long
experience in this ﬁeld has helped
it win work over other suppliers. It
invests a lot in R&D, with about
140 engineers in its R&D depart-
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Lockheed Martin UK makes 9
per cent of the components on
every C-130 Hercules military
transport plane for the US Air
Force, a programme that has been
in place for more than 30 years.
Over that time, suppliers have
played an integral role in improving
both the manufacture of the
product and its overall design.
Leading engineering group GKN
is one of the most established
suppliers to the C-130. Over the
past two decades, it has focused on
constant innovation to improve
productivity and take cost out.
“It’s a partnership: they get to
know us and we get to know
them,” Strutt says.
This can mean it is hard for new
suppliers to break into the supply
chain. “If the level of innovation is
such that you can mitigate the
risks then we will always consider
a new supplier. But we won’t
switch just to save a few pounds,”
Strutt explains.

‘‘

Manufacturers are looking for availability of
product, clean invoicing, reliability, flexibility
and good technical support. Price is an
element, but when you get a cut-price
product, there is usually a sacrifice to be
made somewhere”

ment. The company also manufactures ‘local for local’, making
high-performance goods for
German customers from German
production lines, while using lines
in Hungary for more simple
assembly work. “We can oﬀer low
prices due to strategic production
sites,” the spokeswoman says.
Wilding suggests that the
suppliers that succeed are those
that make sure all aspects of the
transaction, including pre- and
post-transaction services, are
smooth for customers. In that way
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they can charge more because
their product is no longer
commoditised.
Nigel Strutt, supply chain
director at Lockheed Martin,
agrees. The giant US defence
company has about 1,000 suppliers
in the UK alone and Strutt
maintains that price and cost are
two separate issues. “The cost of
managing the relationship and
ensuring the product or service
that we buy is delivered on time
and to an acceptable standard is
key,” he says.

Continuous improvement
Most original equipment makers
(OEMs) – whether in aerospace,
automotive or other industrial
sectors – follow a programme of
continuous improvement in their
products and services. McLaren
Automotive, the Formula 1 team’s
luxury road car business, is a
classic example.
Alan Foster, its operations
director, says: “Our cars are
McLaren designed and engineered,
they carry our name and, therefore,
people expect them to be the best.
That's a lot for our suppliers to live
up to. Just because people may not
see a particular bolt, or bulb, or
bracket, that doesn't mean that
they are not important or that they
don't have to perform. We have to
identify the best possible suppliers

for any given component and form
a close partnership with them to
help develop components that
exactly ﬁt our requirements, while
ensuring their standards remain
extremely high.”
Some suppliers ﬁnd it hard to
keep up with this level of rigour,
particularly if they are smaller and
less ﬁnancially robust than their
more established peers.
“Tier one suppliers – the big
companies – have adapted but
there still remains a lot of work to
be done at levels three and four,”
Strutt admits.
These businesses may be
entirely focused on survival, rather
than adding skills to the workforce
or investing in new plant. This
makes it essential for OEMs to
have visibility through the supply
chain. Many European manufacturers, for example, were taken by
surprise when Japan’s Fukushima
disaster and the Thailand ﬂoods

‘‘

The cost of managing the
relationship and ensuring
the product or service that
we buy is delivered on time
and to an acceptable
standard is key”
hit their supply chains. They
simply did not expect those events
would aﬀect their suppliers. Since
then, supply chain security has
climbed up the agenda.
Toyota’s European arm is
developing a ‘supply chain
mapping’ tool, that could become
an industry standard. Jaguar Land
Rover and Aston Martin are both
involved in the pan-European
project, which aims to identify the
location and function of all of
Europe’s motor industry suppliers

to pinpoint where risks may lie.
And as OEMs focus on quality
and safety, European trade bodies
are calling for action at a policy
level to help manufacturers,
particularly in the small and
mid-market categories.

Mentoring SMEs
UK trade body the Confederation
of British Industry (CBI) says that
unlocking the growth potential of
medium-sized ﬁrms could deliver
an additional £20 billion to the UK
economy by 2020.
To help companies in this sector,
the CBI has set up ‘M-Clubs’,
which oﬀer ﬁrms with a turnover
of £10 million to £500 million the
chance to network and gain advice
on moving to the next level. The
companies share tips on leadership
development, exporting and access
to capital, among other things.
They also collaborate with other
European businesses.
Gareth Jenkins is chief
executive of FSG Tool & Die, a
machine tooling supplier to the
automotive and food manufacturing industries, based in Mid
Glamorgan, Wales.
He explains: “Good suppliers
distinguish themselves from their
competitors by always looking for a
competitive edge, but becoming
indispensable to a manufacturer is
not so easy for small companies. If
you are just 40 to 50 people, it may
be it can only be done through
collaboration with other SMEs.”
FSG’s collaboration with two
companies – one Swedish and one
German – has helped all three
businesses to hone their
competitive edge.
“We have focused far more
on design and innovation. We
have doubled the size of the
design team and done a lot

more retraining,” he explains.
This push to move up the value
chain had already started before
the recession but during the
downturn the Welsh government
oﬀered help to businesses keen to
export outside the eurozone. Since
then, FSG’s exports have gone from
20 per cent to 60 per cent of sales.
The group has even seen signs

‘‘

Toyota’s European arm is
developing a ‘supply chain
mapping’ tool that could
become an industry
standard. The project aims
to identify the location and
function of all of Europe’s
motor industry suppliers to
pinpoint where risks may lie”

of reshoring – manufacturers
bringing their work back to the UK
or Europe, because the cost
advantage of being in emerging
markets has started to disappear.
KPMG says, for example, that
manufacturing in Manchester is no
more expensive these days than
manufacturing in São Paulo, Brazil.
This may mean that European
suppliers have more opportunities
than in the noughties but only if
they remain in the vanguard of
their sector.
“Supply chains are becoming
more global and suppliers who are
only regional players will not
survive in future,” says Leech.
OEMs are keen to rationalise their
supply chains, producing an ever
greater number of models from a
smaller number of plants around
the world.
Soaring sales of cars and other
products may sound like a renaissance for manufacturing, but it will
be short-lived if the suppliers are
oﬀ the pace n
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Last
word

Pop-ups –
fad,fantasyor fatally flawed?
Tim Willcox is a TV news presenter who has covered some of
the biggest global stories of recent years, from Rwanda and
9/11 to the rescue of the Chilean miners and the Arab Spring.
But, until recently, he’d never experienced a pop-up…
hings that pop have always slightly ﬁlled me
with alarm. Like neighbours popping in
unannounced, buttons popping open at
embarrassing moments or, at the extreme end,
armed gunmen popping out of empty street corners
in the West Bank.
So I have to say I have never really understood
the point of the pop-up.
Incredibly, it’s nearly a decade since Japanese
fashion label Comme des Garçons set the pop-up
ball rolling in Berlin. But in recent years, pop-ups
have jumped oﬀ the catwalk and gone viral.
Pop-up hotels oﬀer sleepovers in teepees at
festivals. Pop-up operating theatres erupt on the
Indian sub-continent. Pop-up dentists drill in
Portakabins in Derby and pop-up shops spring up,
selling everything from loaves of bread to lingerie.
Entrepreneurially minded Spaniards have been
opening pop-up mercadillos, or “little markets”, ever
since their ﬁnancial bubble burst. Across the
Atlantic, the number of US pop-up stores jumped 16
per cent in the three years to 2012.
Pop-ups are also a smart marketing tool for
established companies. One major food company in
the UK, for example, uses pop-ups to try out new
lines, quickly working out what people adore – or
loathe. Its most recent pop-up supper club in
London featured a 193-course meal – a dish for
every country in the world – for just a tenner a
head. The scorpions were a particular hit, as were
the marshmallows made out of feta cheese and
toasted at the table…
But pop-ups arouse strong feelings – as a straw
poll of colleagues revealed. One TV presenter
described a pop-up restaurant in a Hackney sitting
room as one of the best dinners of her life. The
couple in charge were obsessed with good
ingredients and coped with their 12 guests
with élan.

T
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Contrast that evening with that of another
colleague, who arrived for a pop-up dinner at a
split-level apartment in Camberwell to ﬁnd
stressed-out hosts, a dirty sheet separating the
oven from the rest of the room and food that was
both inedible and unidentiﬁable.
As a pop-up sceptic of many years standing, I
decided it was time to ﬁnd out more. And then a
cousin who makes beautiful bags and belts invited
me to a pop-up Christmas shop she was throwing
in a mews garage.
There wasn’t even a sign, just a line of men and
women making their way through some scruﬀy
wooden doors. Inside, like Aladdin’s cave, there was
a series of small stalls selling exquisite bits and
pieces, tailor-made for those who leave their
Christmas shopping until 24 December.
Chic leather belts, iPad cases and luxurious
trunks, hand-blown glasses, quirky elegant
jewellery, gigantic fruit bowls from hollowed-out
trees, stylish cutlery and crockery and lamps that
you’d simply never stumble on in a year of travelling
around the UK.
It only took an evening, and I’m probably a
pushover, but I’m now a committed pop-up convert.
The free wine might have played a part, but I’m now
planning a trip to a pop-up artist, then a pop-up bar
followed by a pop-up theatre, a pop-up dinner, a
pop-up club and a pop-up hotel. Fun, fun, fun!
And the more bizarre and outlandish, the better.
My biggest regret is missing the recent pop-up
Rentokil restaurant celebrating 85 years of business
by serving up sweet-chilli pigeon burgers, salt and
vinegar crickets, BBQ mealworms and chocolatedipped ants. Mmmm.
And if, like one of the diners, I become violently ill
after eating too many worms, I now know exactly
what to do…
Head for the nearest pop-up surgery n

